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Advertising in the Sixties:

So, What's the Big Idea?

by Steven Heller

If the advertisements in this mammoth
volume were the sole artifacts a historian
used to examine and analyze the turbulent
Sixties, a picture of American culture would
emerge that bears scant resemblance to
social and political realities of the times.
Where are the Blacks, Latinos, or Asians?
Viewed from this vantage point, the Sixties
had no civil rights protest, Vietnam War, or
sex, drugs, and rock and roll—at least not in
any meaningful way. The advertisements
here, exhumed from the crypts of Madison
Avenue as mummified in the mass maga-
zines of the day, were sanitized, homoge-
nized, and cauterized, which is not to say
that they did not have style, taste, or humor,
or that they do not represent the zeitgeist in
a jaundiced way.

Advertising is, after all, artificial truth.
Of course, certain claims are accurate—
makeup hides blemishes, soda is sweet,
bad breath smells, headaches hurt, and sun-

glasses shade the eyes. Definitely, by the Six-

ties, phony snake oil and patent medicine
advertisements from the turn of the century
were long since abolished. Yet advertising,
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especially at this time, was nonetheless
designed to out-smart, out-do, and out-sell
competition no matter what it was, through
whatever means was tolerable within the
parameters of so-called “truth in advertis-
ing” doctrines—which is a concept akin to
allowing acceptable amounts of rat hair in
food. Fabrications and exaggerations existed
but no one cared because the images,
words, and concepts toed the line between
the possible and the preposterous. What's
more, by the early Sixties post-war Ameri-
cans were happily conditioned to believe
anything that mass media put forth, and
advertising was embraced without question
or hesitation. Consequently, many magazine
ads and TV commercials were viewed more
as entertainment—or pastimes—than as
crass sales pitches.

During the Sixties, advertising evolved
from its primordial emphasis on lengthy,
turgid texts to snappy, witty headline and
picture ensembles through a method
known as the “Big Idea” The term con-
notes both a radical shift from the past and
a distinctly American genre of creative pro-
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motion. The pioneers of the so-called “Cre-
ative Revolution”, out of which the Big Idea
emerged, realized that to truly capture an
audience’s attention and impart lasting
messages they had to continually amuse.
So to keep the public on their feet Mad Ave
had to call in some of its biggest creative
guns.

The gun is an apt metaphor because an
advertising campaign is no different from a
battlefield maneuver. The larger the artillery
or the better the strategy or the greater the
manpower, the more hearts and minds will
be won over. Continual bombardment of
slogans and images clearly reduced resis-
tance and built recognition. If the product
being advertised actually lived up to the
claims, so much the better. But this was
not even necessary if the battle was uncon-
tested. Witness the advertisements for
some of the Sixties' leading brands—Maid-
enform®, Anacin®, General Electric, and
Clairol. While the products efficiently did
their jobs, in each case their manufactured
auras and fake mythologies gave them
stature and sales appeal so that each com-
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manded a strong market share, until even-
tually they were challenged by an even
more formidable mythologizing force.
Fortunes of existing products were often
changed through smarter, if also more
relentless, advertising campaigns, and new
brands earned affluence through what in
the Madison Avenue argot is known as
spectacular “creative”.

Witness the Sixties campaign for Volk-
swagen created by Doyle Dane Bernbach
that took a little Nazi “people’s” car
designed in the late 1930s under Adolf
Hitler’s auspices and instantly made it the
best selling economy car in big-car-loving
America by claiming its perceived deficits
were truly advantages. That was strategic
ingenuity and brilliant advertising. Or take
the ad for the portable Sony, a tiny TV made
‘n Japan (another former wartime adver-
sary), home of the cheap transistor radio,
which, through witty copy and image, pro-
oelled the brand into direct competition
with American-made giants.

During the Sixties, the Big Idea made
advertising decidedly cleverer, funnier, and
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more enjoyable than ever before. New stan-
dards were set by the wunderkinder of Madi-
son Avenue, such as art directors George
Lois, Gene Federico, Bill Taubin, Helmut
Krone, Bob Gage, and others who captured
the power inherent in good typography and
strong imagery to add touches of class to
ads that did not turn noses up at the mass-
es but afforded them greater respect. Yet
their respective gems were set alongside
many cheaper stones. The Sixties was a

transitory period in which the Creative Revo-

lution fought the mediocre status quo. And
mediocre does not imply unprofessional,

either. A typical ad for Swift Premium break-

fast sausage—which uses a photograph
that imitates a Norman Rockwell painting
replete with Betty Crocker® mom and two
clean-cut varsity brothers good-naturedly
fighting over the machine-processed delica-
cy—cost considerable money and energy to
produce. Yet the creators apparently lacked
the vision and intuition that an exemplary
ad, even for such a quotidian product as
pork sausage, could use wit to transcend

cliché. Similarly, despite the idiotic simplici-
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ty of an early Sixties ad for the soft drink,
Dr Pepper, which sought to siphon market
share away from Coke® and Pepsi®, and
shows a thirsty lass dreaming of another
Pepper, was a costly exercise for the adver-
tising agency. Just getting the model's
mouth, eyes, and hair perfect enough to
seduce someone into drinking a beverage
with Pepper (not to mention Doctor) in the
name took considerable hubris. Yet an ad
for 7 UP®, which had as much to gain from
tried-and-true advertisements as Dr Pepper,
used a much more unconventional expres-
sive approach: Rather than a photograph or
realistic painting, the bold step of using a
conceptual illustration of a man watching a
football game (seen in the lens of his binoc-
ulars), with barely a hint of the bottle (it
was convention in all such ads to show the
product), gave the viewer an added mes-
sage to ponder. Now that was gutsy. Slowly
mass market advertisements were injected
with more original attributes.

However, Sixties advertising inherited
Fifties hold-overs that worked so well during
the Age of Eisenhower there was no need to
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change in the Age of Camelot. Budweiser's®
“Where There’s Life There’s Bud” campaign
continued for almost a generation with little
modification. The picture-perfect paintings
of sultry dames or smooth playboys with tall
glasses of foamy brew poured before their
eyes was so ingrained in the vernacular that
MAD magazine, infamous for its parody
advertisements, did a send-up featuring a
woeful drunk under the title “Not Happier
But Wiser”. Despite this critical implication,
having a slogan, jingle, or logo so indelibly
a part of American language was free adver-
tising.

The Sixties gave birth to its own clas-
sics rooted in crafty headlines and taglines
designed to wheedle into the mass sub-
conscious. Many were innocuous, others
insipid. Of the latter, cigarettes slogans
were often the most memorable, including
one for Lucky Strike Filters that went “Show
Me A Filter Cigarette That Really Delivers
and I'll Eat My Hat!” While the verbiage may
seem unwieldy, it was unforgettable when
wed to a photograph of an attractive model
whose hat has a large bite chomped out it.

Hyou think the warinVietnamis hell,you oughttosee
what’s happening on campus, baby. -

HIPPEST COLLEGE ISSUE!
EXCLUSIVE REPORT 0N LOVE, POT AHD THE LAW
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AT HARVARD, BERFELEY, MICHIGAN & CORRELL
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THE UKDERESTIMATION OF IKE by Murray Kempton
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One ad in this lengthy campaign apparently
shows a Vietnamese woman sheepishly
smiling under her traditional straw headgear
in perhaps one of the few tips of the hat, so
to speak, to America’s geo-political involve-
ment in Southeast Asia (as a dumping
ground for cigarettes, among other things).
Another monumental ad of the day and the-
matic constant in American vernacular was
the “Be Sociable, Have a Pepsi” campaign.
Most of the ads included photo-realistic
paintings of young middle class “Sociables”
who “prefer Pepsi” cavorting at the ski
lounge and penthouses of America. The ad
not only encouraged its target audience to
live life with gusto, the slogan was a mantra
for a generation.

Certain advertisements are considered
classics because they somehow promoted a
lifestyle that becarne an integral part of the
zeitgeist. Clairol's ads, for example, made it
socially imperative for every woman to

change their hair color, and the slogan
“Does She Or Doesn’t She, Only Her Hair-
dresser Knows for Sure,” underscored how
easy and effective it was. Yet others are clas-
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sic because they actually changed the way
the public viewed their surroundings. Bran-
iff International airline’s “The End of the
Plain Plane, Explained” introduced an old
product with a new aura. In fact, the prod-
uct itself was a veritable billboard. To make
an otherwise small Portuguese air carrier
appeal to a large segment of American air
travelers, the color of the planes themselves
were changed from the usual metallic silver
to various primary and pastel hues. The
change had little to do with improved ser-
vice, but nonetheless signaled a perceived
revolution in the air and on the ground,
with the idea that an airline was not merely
an impersonal, utilitarian conveyor but an
exciting (colorful) experience.

Advertising will never be neutral. It must
always demonstrate that one thing is better
than the next thing, and that that thing is
also the best thing. During the Sixties the
definition of hard-sell changed from bang-
the-consumer-over-the-head with trite words
and pictures to creative playfulness presum-
ably geared to make the receiver feel better
about advertising. And it worked. But re-
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gardless of method the advertisements in
this volume—truly the backbone of a mar-
ket-driven capitalist economy—are driven by
one simple agenda: To build such incompa-
rable recognition that the public will clamor,
desire, and demand whatever is being sold
to them. And that in a nutshell is the Big
Idea.

Steven Heller is the author and editor of
over 80 books on graphic design and popu-
lar culture, including Design Literacy: Under-
standing Graphic Design, The Graphic Design
Reader, Graphic Style: From Victorian to Digi-
zal, and Counter Culture: The Allure of Mini-
Mannequins.
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PARDON US WHILE WE SLIP

The something com-
fortable in this caseis a
1963 Dodge Polara 4-
J " door hardtop. It’'s not

\ the chngmg sort of comfortable, either;
you might say that it's more like house-
coat comfortable. Lots of room to move
2 ~ around in. Note the roofline. It sweeps
stralght back instead of sloping off. {t means
plenty of headroom for front and rear seat pas-
sengers. And everyone rides in more comfort,
because Dodge seats are chair-high. All24 Dodge

A FULL LINE OF CARS IN THE LOW-PRIGE FIELD!

SOMETHING COMFORTABLE!

models (in three series) offer you this kind of
comfort at a variety of prices, all low. Sedans,
hardtops, wagons, convertibies — Depend-
ables all. We've got lots for the male side, too.
For economy, a going 225 cu. in. 6. For action,
a stable full of V8's ranging from the standard
318 cu. in. V8 to an all-out 426 cu. in. high-
performance job. There's more: like self-
adjusting brakes, 32,000 miles between grease
jobs, and a unitized, rust-protected body. The
good looks should already be obvious to « =
you. The rest? See your Dodge Dealer, 722"

PICK A SIZE.PICK A PRICE »0

Dodge Division o



Wow now, The best way to- describe
Chirysler's pecformance is to say that it has
“scorch” which is the result of being hot.
The niew Chrysler isa very quick automobile.
There's also an improvement in ride you
can really feel. \Why don't you?

|

The dashboard is unique. it has a builtin tissue
dispenser, a coin-sorter for_keeping .toll money
handy, even (for goodress sake) a picnic tray. And
it's all standard equipment. The people who build
Cheyslers don't believe in scrimping.

st 270 siay that way, because i's
2 total of 13 times 10 foil rust.
e strong piece. Welded toget
« <3 hear yourself hum.

The most considerate tcuch of all is price. A
Chrysler isn't all that expensive.

For instance, the Newport convetible, llustrated
above, is priced just a few dollars a month more

When we say “Move up to Chrysler”, we g0

oA e e ﬁ CHRYSLER

<MOTORS CORPORATION

weadscom, and hiproom, and legroom. —
Yunc in 80b Hape s The Chayses Thestre, NEGTY,
Fidays, 308 NCAA Football, NBC-T, Saterday e

Quick Wide-Tracks. -

] oes ﬁhe success car outdo itself for :65 ? This new ‘65 Pontiac has no intention of getting by on looks alone—even though it could. For exampie,

it offers new Turbo Hydra-Matic, the silkiest, swiftest-shifting i ission you ever

touched a toe to; eager new Trophy V-8 power; new steering agility; a surer-footed Wide-Track ride;

more size inside and out. And who ever heard of a car this big and beautiful coming up with better

ully, just beautifully. gas mileage? You heard right. Drive it and see how one success leads to another. ‘65 PONTIAC.

<« Pontiac, 1965



PINK IS FOR GIRLS

That’s why girls like Lustre-Creme. It’s the only pink shampoo.

Pink says we're rich, so rich your whole head becomes
one great swirl of whipped-cream lather.

Pink says we leave hair soft, and inviting to touch.

And should a certain someone get too close, he'll notice
that we have a delightful “pink” fragrance, too.

Pink, creamy Lustre-Creme. It’s the one shampoo
made just for girls. Because pink is just for girls.

You're a girl, aren’t you?

You might be tick=
to know that Lust:
is safe for c
treated hai=

LOTION
SHAMPOO




PINK
IS FOR CGIRLS

That's why Lustre-Creme is pink. Because it's made just
for girls. If you don’t believe it, just breathe in
Lustre-Creme’s pink fragrance. See. It’s a little
too delicate for anyone but a girl! Now shampoo
with pink Lustre-Creme and feel how truly soft your hair
can be. So soft, it says “touch me.” And he will!

Lustre Creme, 1968 € Lustre Crerne, 1969
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Start right now with The Stocking Girdle™ which:gives you girdle control with pantyhose freedom. Nylon and Lyera® spandex top, stretch nylon
legs. In Lhampu'rne, sun mist. mink mist, silver mist. Petite, medium, long. extra long. $3'in tlie foundation department of your fu.vume store.

Formfit Rogers .

Slaytex, 1969 4 Formfit Rogers, 1969
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‘WANTED

in my Maidenform’ bra

¢ ¥ e
FRAME-UP’ new bra with 3-way support [Frerr o
Embroidered panels frame, outline and separate the $ I 9

cups. Extra-firm supports at the sides give you extra
uplift. Stretch band at the bottom keeps the bra snug
and securely in place. It’s a ‘Frame-up’—in A, B, C cups.

#REG. U 5 PAT OFF. §1063 Y MAIDENFORM, INC., MAKERS OF BRAS, GIRDLES, SWIMSUITS

Maidenform, 1963
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| dreamed | was a knockout

n my /72@276/2%/772*5/’@

Arabesque*. .. new Maidenform bra. .. has bias-cut center-of-attraction for superb

separation...insert of elastic for comfort...floral circular stitching for the most beautiful contours!

A IS Fa' '8




Break out of your
little girl body when you're
feeling in a big girl mood.

For the many womsn you are....bodies by

PR R e R i

Festorod st Tre Brosdway, A5 Sioves

Formfit, 1966

PRESENTS ITS ANNUAL

" JOY...AS IN JANTZEN
‘show-back’ bras

joy...as inthe weorld’s-most effective strapless,
backless bras, Jantzen long-line “show-backs,”
famous for lifting, moulding, holding power, for fitting
divinely and for feeling wonderful, thanks to genius
disposition of elasticized panels and a very soothing
elasticized waistband. Nylon lace (124) with wonderful
Jantzenaire foam contour cups 8.95, same in

cotton (104).5.95 .. .“curvallure” (658) 8.95, same
magic lift as in “curvallure” bandeau (639) 5.95.

W(/ THE FOUNDATION OF NATURAL BEAUTY

adiiice de Fatee DuprLits
480 Lexingtaa Ave.  Kew Yerk 17 0.Y
Macie wead ma the following BRA BAR BARGAIN{S):
1 ST AU OIPEERENT $5.08 O
2 SETS ALL DUFRRINT $10.95 ()

sTE____cue
€.0.D.’S 3IND 25% DHPOSIT

Soys: /
/ oo ’:’: \o?"/. Jousfied @ ‘Z::\ Ho.
) ;r :U:very penny wilt b ehe Add
o
< < Ciry. Z S
_______________ ]
Jantzen, 1961 Maurice de Paree, 1961 » Perma-lift, 1961
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COUNTERPOINT"...new Maidenform bra made with super-strong Spandex — new, non-rubber elastic that

weighs almost nothing af all vet lasis land conirols youl far longer than ordinary elastic. Exclusive “butterfly

insert” adjusts size and fit of each cup as it uplifts and separates! Cotton or Spandex back. White. From 2.00.
“REG U S PAT OFF C1961 BY MAIDENFORM, INC ~~MAKER OF BRAS, GIRDLES AND SWIMSUITS Al Cotton Broodcloth, Acetcle, Colton, Vyrene {Spondex} Elostic

Maidenform, 1961 » Maidenform, 1961

688  Fashion & Beauty







That'’s Why Warner’s makes S ' We reshape your top with the Little Fibber bra. The
the concentrate girdle ; b f— - super-soft fiberfill lining doesn’t make a big production

. . Fu out of you. It rounds out your bosom just enough to go
and the Little Fibber bra. ; with your trimmed-down hips.
Girls with too much bottom and too little top: /5 " All of a sudden, you've got a proportioned body, and your
Warner's® can reshape you. i &4 ; clothes fit better. Warner’s calls this a
We reshape you on the bottom with the Con- 3 " Body-Do.™ You can get fitted for
centrate girdle: Its all-around panels do more | / ; ; one in any good store.
for you than a little girdle (they're lined up to el
help you where you need help most), yet Con-
centrate doesn’t squash you like a heavy girdle.

A BODY-DO FOR THE AVERAGE PEAR: T/IIE LITTLE FIBBER' CONTOUR BRA, $3. THE CONCENTRATE™ GIRDLE, $12. WARNER SLIMWEAR-LINGERIE. A DIVISION OF THE WARNER BROTHERS COMPANY.

Warner's, 1967 Movie Star, 1969»
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Cataling, 1961
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PETER PAN SWIMSUIT
OF NYLON & ORLON

Peter Pan Swimsuits, 1967

Fashion & Beauty

REMEMBER WHEN STRETCH WAS JUST ANOTHER WORD? NOW [N CELANESE NYLON

b Jashion-strel

20. At Frans
The FASHXON STRETCH OF

New York, L. S. Ayre ELAN
Heent Co.. Baltimore: K2 e o Crtion 00 3203 oW £ et

Celanese, 1967

Peter Pan’s exclusive "Custom Cup”” Swim Bra combines world-famous Hidden Treasure” and
Natural Treasure~ bras The first self-adjushing bra in a swimsuie. Fits the way you want 1t to,
whether you're A, B, C, or m-betweeen. A. great example our terrific” Baud Dandy” designed by

Oleg Cassini. acmes cinmati; Sanger Harris, Dallas;

Wosd & Luskicn 1 Dapout
1620001525 Two poce ister Sto1,

0018 n Canada: 7595 3¢ Luserence By Montreal 16, Quebec:




Who wouldn’t smile upon nature at its best?

Even more glamorous when wet 15.95.
S gy T,

just wear a smile and a jantzen

Tantzea Tuc., Portland 8, Oregon

Jantzen, 1960
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Janizen
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International

sports club

sportswear for sportsmen

5 b 57 ey 3 e - : . FEANK GIFFORD PAULKORNOKG

e B SEs BE x -z £08 COUSY TERRY BAXLR
8088 HULL C OAVE HAAR

JERRY WEST JONN SEVERSON

It is much better to give. That is why Jantzen swimtrunks are made of Chemstrand sharkskin.

The most popular swimsuit in history has always been absolutely perfect, so we thought, but now Chemstrand Blue C Spandex
has come along to give something 1o perfection Elasticized stretch sharkskin! This splendid blend, exactly right for strefch swim-
trunks, 1s 78% acetale, 16% cotton, and 6% Chemstrand Blue C Spandex As Frank Gifford, in the $7 webbed belt style, says, it
gives more than it gets. Jerry West wears crossed belt ioop siretch, about $8. Bobby Hull is in the button tab stretch, about $6.
Comfiortable, tough, good-looking, and available in the colors shown on the surfboard. All trunks nave inside coin pocket, panel
supporter. Photo by Tom Kelley at the Hilton Hawauan Village on recent club outing.
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Jantzen, 1966 » Groshire/Austin Lezzs
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Hi-fi fan Ernie Klack

finds Carter’s knitted boxer shorts an indispensable component

For harmony in xh-l\hck houschold, Ernic wraditionally  he's shamelessly flattered by their tnm styling, outra-
turns to the el Enitted buxer shorts by Carter's.  geously pmnpcred by their soft comfort. Now the seccet is
His good wife, Irimg, is l)ap y: she knows these eotton knits  out and you can be happy, 10o. Just kccp in mind that the
reject ang discordant need for ironing. Ernic is happy:  boxers orc kait and the name is Carter

F

Ernie Kinck is any guy who twears Carter's knutiod bozer shorts and conaders 4 uncivilized (and uwnconfortaba) s 1ear any other kind.

Carter’s, 1961

Inrogucing a hale new concet in - Hurreds of holes In the meth  band grip belie for sloads. no-
male support — the now douple, pouch let the body breaths for 3 droop suppart. The seat is doudle-
e e Tockay Super arigt  bemarkable rew Xipd of camicrt,  Taiterced fo longer wear, Ao Up
at shopes itself to fit oy ooy Glve you veatilstion where its froat, thore's famous Jockey no-

A man needs lockey sup: security.
anf gt s bt ekl e s You® think wedstop teze, but mm&wwt:m
o ool of it Scpes bets  weny oure, The Jockey Super  you S mech more in Support, com-
uniguo pooch. 1 meids itself tg 2 brief also rites higher over the Tt a0d o s surprsing they re
o T b ot ot e ong s, oy $1.50

MENSWEAR
< Lo tor the e Jochey Supes it i the pachae wih the s Geamond. 'S TR $CKET B ¥ X Sorsnthave e S50k boy

Jockey Menswear, 1964
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fen's Tarire S1, bopd 7381 cmen's e 954 b ss;
2 Meo's 1, boys” 9. Froduas of Washington
e met)(.r(\luum \.-«\o.t.\ ¥.

ALL SPRUCED-UP FOR THE NEW FALL TERM! T asd Beiefs:
Toke 2 o Trom Dad's scoie of sornfiry, guoliey 2nd valur. Seod dhem o 10 Teeadelorh Rae
schoot ia Msyo Spruce undencar, They're devigned for caty sction, f3r8 wesr.  Cosspiay, Winston-Saleon,

Mayo Spruce, 1960

Carter’s Pak-nit* underwear is the first knit underwear that could ever give you this guar-
antee: shrinkage will be less than 1% But shrinkage controi is only a part of the story.
Carter's Pak-nit boxers, T-shirts and printed briefs are cut to fit a man pertectly from the
=wse start . .. and keep on fitting him. They have all of Carter's smart styling and superb com-
*= fort features. They look good and they feel good. Machine-wash them, tumble-dry them and
forget the ironing. They'il stay soft. fresh and new-leoking.
This revolutionary fabric is another Carter's first. It's one
more reason why Carter's is the guality name in underwear.

[ oy e 200 T N P,

D

Garters Pak-alt underwear for men I6 avalisble 31 thete and other fine stores . . AKRON, Polsioys + ATLANTA Zachry » BALTIMORE Hutzems
& 2 Co. 3 Ioe. — skin — 21 storgs + CLEVELAND, Tho May Co. XS, Jaman
B TN ) o e E S BL S, Burcs™s Gaumtona - Stove for Mon - VILWAUKEE.T. A Chomse + MINNEAPBLE
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Carter’s, 1962 » Healthknit, 1962




A fragrance/fashion
exclusive-the very special
gift combination

RUSSIAN
leathen

@Z%@

Jwill”

ke

for the fashion
sophzsttcates
007, 1965

Cologne and Medallion Neck Chain

Russwn Leather and Russian Leather Lime available in Shave Lotior.
Cologne, Spray Cologne. Rope Soap, Deodorant and other elegan:
gift combinations ... $1.50 to $15.50.

EXECUTIVE TOILETRIES, LTD./ SANTA MONICA, CALIFORNIA 90404

E= =
St. Johns Cologne, the lime of least resistance.

$t.Jokns Lime Cologre. Impoiied rom the West Indie. Crsp.
St Johns e Co

St. johns, 1968 Russian Leather, 1968 » English Leazres =0
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“Youth is our best national product”

1t this nation is 1o advance in wisdom and strength and charac-
fer then every young person growmg up today must have the
leader-
ship abilities, and to gain o reahza(m of future respmsvbmnes
This is not the business of parents alone; it concerns all of us.
1 35k you, therefore, to think seriously about making a United

United Way, 1963

Way contribution. Your gift wiil give many an unfoctunate cnild
and many a puzzled teen-ager 3 much beiter start 1n life. Your
one gift will also provide a wide range of services for families,
the aged, the lcnely and the handicappad. in short, the one gift
that you make wili work many wonders. Thrs is of value to every
one of us. Ome gift works many wonders/GIVE THE UNITED WAY

We found the nerfect girl for
the Playboy club ‘

As you probatly know, the Playboy Clubd is
very choosy sbout the quaitications of the girls
Who work there.

25t December, Manpower, Inc. g0t 3n ur-

gent cali from the CILD’DA’AV.,ry;a el Miss Rox
They 531 they dion't care what her other meas-  and Iiss Edyths

ments were, but ey words per minvle had 10
be at least 60.

She was (0 type labets for
2ssignment had 1o be done

2 maiiiog. sndtbe  grow
o Cays. Sl werking wines.

Manpower, 1969

540  Consumer Products

we came 1o Mrs, S

fikdren 2nd 3 vice husbend who 2pproves  pie of Ia

, has just about e KON~
Al cf which she dh!obtd C mgU'- tour
years she's been 1aking ey suipmens
om)  drom Macpower. Allof s © very proud
130 (no exprience in Tatdsy Feidman.
T Praytioy Civb was impressed, too.
They watched her Zip theough the first cou-

st 3w d e Playbey Clobd.

Manpower.......

1 we could do nfur the Playboy Club,
we can do it for you.

Pl Pofi

Richard M. Nixon
WASHINGTON, 0.C

Septesber 4. 1968
Wednesday
To My Tellew Azoricans:
A3 7e slert the 1963 campeign, ] ask your help
1 nehieving he 5oals ta siich Goveraor Agne and
3 nre dedicated: |
*4n hanorable end to the thm.: Yor 802 |
mew ora of prestige and res)
for kearica abresd:
*ew lesdership and honest masgeeent
of our oation‘s resourees;
“Restoration of order and respect
s lov. justice, nd o siremgioening
»f our moral standar:
To the veeks shesd, the cazpaign ¥ill be an
exciting sdveature. I ask you to priicizote io
thet adveature by velunteering to hel
and Goveraor Agner. Poople vhe are cocmitted 1o
cur gosls of & belter A=erica can reach out
1o Bair riends and nelghbors sad entist
thea in our cozpaign
Oaly through people to prople SO ot
ore deconcy fnd atab{lity to
cur nat Tire ang sreate a Lotier Sectoty
Tor 1L. eur influcace in eur LORALE Te-eur
3t power: =
WilE vou volunte:

ol.

belp? #rite =¢ in Washington.

kel

“IASKYOUR HELP”

RICHARD M.NIXON

N

K3

B o e o o o - A

Bt e 34 b i 5 B S it bt s

Nixon, 1968

Better you than the p
the comer.
B

e of the res] dangers in dosling
5. We feel you should knor

e you start talking, yeu'd
or have soma '(\-(S We can

Give you oM in D free 48-page book
ise: The Chentical

is ovala
gk s i g

We'é rather see your kid talk to
Jou intesd of the guy on the comer,

Whe
find the & cmg dem b M : s
o e o think, o chort, s time we separoted

,
In
poopie we talking shot drugs  the fosts from the myths.
Lefore, And s ot of them Thats why wee ot Bl Shied @ Blue Shield

b seoppedtaliing and mantedacting,  hve put togather this book descrbrng

, You don't talk to your kid
about drugs, this man will.

Blue Shield, 1969
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-
and teaches a stuffy college town-
and a shy, young professor-a lot of
things they can’t learn from books!

2

4 ROSS HUNTER

PRODUCTION

MY
TELL (B

| A_NEW Tammy
in heart-warming m@@
@Adven’cureg! Eastman COLOR .

CHARLES DRAKE - VIRGINIA GREY - JULIA MEADE
Cecil Kellaway - Beulah Bondi - Edgar Buchanan - Gigi Perreau

Juanita Moore - screenplay by 055AR BRODNEY
Direcled by HARRY KELLER « Produced by ROSS HUNTER
A UNIVERSAL-INTERNATIGNAL PICTURE

with) the aelightful music
of America’s beloyed
/' PERCY Farry /

SOON AT MOTION PICTURE THEATRES THROUGHOUT THE NATION!

Tammy Tell Me True, 1961

558  Entertainment

ALLOF THEM
WERE BY LOVE
POSSESSED!

’

SUSAN KOIIH’EIT' EFREM ZIMBALIST, JR. GEORGE HAMILTON  JASON ROBARDS, JR.

“You never try to make He was everything “ didn’t have to force He was half a man—
love u;h me...[: to her...but the girlt 1 swear she’s and her husband
Wil

her hushand! Iying!” in:name only!
MIRISCH PICTURES, N

TURNER Z0NBList. RoBARDS..
BuLove Possessed

wsanos GEORGE SUSAN THOMAS s csrno BARBARA

HAMILTON KOHNER MITGHELL BELGEDDES

Oiracted by s

NSTURGES VALTERMRSCH i iy ressmasiiic

COMING SOON TO YOUR FAVORITE MOTION PICTURE THEATRE!

By Love Possessed, 1967



MOM ART

iny cbntempomry collection of the creative masterpieces mother cooks up in the kitchen will no doubt
nclude a can of Campbell’'s Tomato Soup. That red and white can is a model of practicality. Here's a
:ouqh} outline of the clever things mother can do with it: 1 Serve it hot and buttered in cups or mugs.
2 Top hamburgers with it. 3 Slice vesterday’s roast and reheat the slices in it. 4 Serve it in bowls gar-
:ishec% with parsley or a dollop of sour cream. 5 Paint pork chops delicious with it. 6 Bake fish
Zllets in Campbell’s Tomato Soup. However Mom does it, it's an art. Ask Pop.

‘ They always eat better when you remember the soup
1
1
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The carpet’'s not here=but the company is A CONSUMER TEST EVERY WOMAN UNDERSTANDS

s 01 ch. apa entd a sight. P why wi RHASITE . O e teny
Back from their honevinoon 3 week. The apaniments a <ight. But why wiot 16 wvil A it G b et T s e Bl ot o Bty ket g
friends 1o dinner? B General Foads Kithens understands the soung: fnpulss— t0 oo I e GaaiEzal P Rieheiaito mske vife thinge:aré Justigh For-yon B Some=
entertain at the buzz of a doorbell, We know because you tonl o5 the wa 10 add 568 oo (il el e Comipcaed Tk Ao golkg over Post Corvats get- Onomadiine

lamour in x hul is 10 Serv ive dessert. @ There are i ish wp easy i e " 3 N £ M
YRR KNy Ko seve s festiy vz @ Thore'ape more wies 10 Jich i sy Keeps tab on moistare —1o keep it ont. Another machine helps us determinc vitamins,

minkrals a0d protcins—to keep them . We even call in experts, ages 6 t0 12,10 ury new GENERAL FOODS
fonns, pew shapes, new flavors. B Before a product wears the General Foods Kitchens KITCHENS

to-fix Jell-O Desserts thran you can shake  spoon at Over the years, dur creauve cooken
people have developed 4140 recipes for Jell-O Desserts . sent them to you in leaflets, GENERAL FOODS
letters aud advertisements. M Keep your eye on General Foods Kitchens for exciting new KITCHENS

Seal, you cun be sure the product has been thoroughly tested.

ways o use all our products. Cresting recipes is one of the most pleasant things we 1o

Ceneral Foods, 1960 General Foods, 1960

longer-lunches stay delicious 'f

amncii %}p

HandloWra D

2 product of The Dow Chemical Company <l

new Handi-Wrap keeps sandwiches far ﬁ'ésher, f‘gr

B ARSI WrAD Xeeps sanswichar 50 Trety - Hanci Wi tears of exsity. without & - HIRSWrap kaest eandniches £ fresh < Hana WD 14 Grast 1o Veating foods

your Tunhiy wil prasse yol fo Tha sheont Stgae - hate queck snap Coes it you can maxe trem e mght Batore! Ahaye Bt B0t eamm st 10 fooa

Handi-Wrap, 1960 » Sunbeam Bread, 1960

830 Food & Beverage




: 2 ———— = SHOWN: Lovely traditionat style
Send today for free copy of full color booklet 5 S : S_tratolounger. Abgut«§159 ea. at
“What a beautiful way to RELAX". . . orask for S fine stores, dmdmg yupon
it at your favorite furniture store. = : fabric and geograpllfc‘\arga. ¢

ENGLISH LOUNGE about $159 L




It’s juSt a smashing sofa.

Til Jane comes for dinner and talks half the night.

Isn’t it nice you can ask her to stay?

All because when you shopped for a
sofa, you happened to look at a
Hide-A-Bed® sofa.

And there it was. The style you
wanted. The perfect lines. The very
fabric. (You didn’t dream it had a bed.
The salesman had to tell you.)

That's the mark of a Hide-A-Bed
sofa, made only by Simmons. The one
that’s more than a bed in disguise.
The one that comes in a gamut of
styles, from Contemporary to Early
American. The one that offers a range
of sizes. And 300 stain-resistant
fabrics to choose from. With lots of
custom options, too. Like quilting.
And skirting. And cushion filling.

Shown is Kempton (UHB 10489-4-491) from the Graceline Collection upholstered in

And then there’s the bed. (You may
not think you need the bed, but
see how often you'll use it!) It's easy.

. And so comfortabie. With the famous

Simmons or Simmons Beautyrest®
mattress. The only full-length
convertible mattress. (Super sizes, too,
in some models.)

The Hide-A-Bed sofa. Priced from
$200 to about $800. (It's almost like get-
ting the bed-part free.) And these
days, no sofa is worth the price
unless it hides a bed.

HIDE-A-BED SOFA
BY SIMMONS

7859 Black. About $640 with Beautyrest mattress at no extra cost.




Towed of going tippytoe with the dichweter?

...wash this new electric completely under water!

MIRRO-MATIC immersible

AUTOMATIC ELECTRIC PERCOLATOR

RO ALUMINI 1 COMPARY, MANITOWOC, WIS, » World's Largest Man

(A) Polished Alumiaum MIRRO-MATIC
Electric Percolator, 5-cup, $11.95;
9.cup, $12.95. (B) Polished Alumi-
num 10-cup, $12.95. (€) Chrome
10-cup, S17.95. (D) Chrome 10-
cup, with Flavor Control and Signal
Light, $18.95. (E) Chrome 9-cup,
$18.95. (f) 35-cup, $24.95;
55-cup, $39.95. All prices include
cords.

“MIRRO Foil ™
PURE ALUMINUM WRAP

Finest for cooking, wrapping, freezing.

IS
anteed by
Good Housckeeplng
L2728 apigprs S

Mirro-Matic, 1960

500  Consumer Products

GORNING WAREL.YOURS FROM THIS DAY # &

Seomup b v easy. The
nd C <

onee
ute fike viug

£ 1emperatu don't faz
Proocuoa® b

CORNING s WARE &3

Frccan.connscav wank - & mmobuCT 08 |

’

You're so smart to choose even heafing Wear-Ever Al

You get jewel-like beauty and cooking supremacy ~ When you choose Hallite—for yourses o= s o o
wilth Wear-Evar's Hallite. Its special, thick alumi-  you chooss the finest. On each utessZ won E
num spreads heat quickly, evenly .. to pamper  the name Wear- Ever—for 58 years the mae S
vour fondest recipes . to make you a better cook name in aluminum cook-
ware Individually or in sets

Easy to care for, too . with a chowee of
rich copper-colored OF LUrquUOISE COVENS oy Fver Aluminum, Tne.
that keep their luster, never need pelishing New Kensington, Pa.

S0 THE MAGIC CIRCLE OF SMART HOSTESSES W6HO COOK #ITH WEAR-EVER'S MAGIC CIRTLE OF

trs. Robert K. Inch of Pittsburgh, Pa., says: “It's so

results. Vath my Wear-Ever Aluminum, my foods look
Better, toste better. It distibutos heal swiftly and unt-
forimly, ekminates hot spots. Actually, it fets me ook in
2 ‘magi circle’ of aven hieat.”

Wear-Ever Aluminum, 1961
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Backache? Bruised knees?

Clean without slaving...

and feel like a queen!

Try the stand-up way to oven-clean, Mode! above, RCI-75-60, Double Pull ‘N Clean Ovens.

A FRIGIDAIREM

THE PULL’N CLEAN OV

Now yours in either compact 30-inch or full 40-inch 1960 electric ranges

The scour-saving, hour-saving Pull 'N Clean Oven is
here in ranges for every budget!

No longer need you stoop, stretch or squat on
hands and knees. The whole oven pulls out to clean
.. . pushes back like a drawer.

Choose from 8 sleek new ranges—with single or
double Pult "N Clean Ovens in 40-inch models;
and in 30-inch models with or without French
doors; many in 5 Kitchen Rainbow Colors or White.

You'll cook with less work and new joy.

EASIER TO CLEAN—ALL OVER!

EASIER TO COOK-—ALL OVER!
Broil without spattering! Famous
Radiant Wall Spatter-Free Broiler Grill.
New! Infinite Heat Controls on surface
units let you set any cooking heat.
New! Heat-Minder Unit with “degree”
settings. Cook on top of the range as
accurately as in the oven,
Easy-to-use, easy-cleaning clockwise
controls. Lift-Up, Stay-Up Surface Units.

(A || Peoduct of

Generol Motors

New! French
doors on the
Putl*N Clean
Oven. . .openand
close at a touch.
You can own this
magnificent 30-
inch Frigidaire
Range Model
RCI-39-60 for

a few dollars

a week. See your
Frigidaire
Dealer.

FRIGIDAIRE ADVANCED APPLIANCES DESIGNED WITH YOU IN MIND ﬁ

L
erpes




She won't squint to see
the food on the back
shelf. On most models,
ouc reftigerator light is

in the front, fo shed _—
more light on the subjéct.

Shhh. Our Pin
Drop Quiet room
air conditioner
units are big on
cooling but small
on sound, thanks

Forget about
to a flock of litile

both-arms-full, No complaints —
bag-dropping, about struggling design tricks plus
tough-to-open to remove the hun{?s ofsou:d-

refrigerator fint filter from deadenin
doors. We have her dryer. The eo’ i llg
an electric one Frigidaire Dryer motene
that opens at the has the filter on

Ahusbands guide =i S
to parts of the body =
your wife will use less

.f o
I y U eoe No matter how handy your
wife is about covering s
leftovers, it's still a bother sil:ilz\;onr;n! bﬁlr;d
for her. But in our Frigidaire ourcles F”;duire
Electri-clean

oven bends over

food-life Preserver
backwards to

Reirigerators {what a
name!} most leftovers stay
fresh in the Moist Cold \help her, by
cleaning itself.

Zone without any cover or

/See “finger.”
wrapping ot all.
{What a delight})

No need to kick about
cleaning a lint filter in
the washer. Our Jet
Action Washer uses
waler to wosh away.
lint. {Sort of makes
other washers that still
have lint filters off
washed up.)

g ——

...buy her a Frigidaire appliance...
GM

because Frigidaire bothers to build in more help. | (M

FRIGIBARE

Edison Electric, 1965 4 Frigidaire, 1968
889






changes fnto 8 lovely senving &
which we call a Puzcino (named
creator, Emilio Puc
believes that even an sicks
should look like a gicl).
Aﬁcr dinner, our hostess

We had 3 girl go through the

motions to show you fust what's

coming off ac Braniff International.
As in the picture below,

our bostess appears at the airport
\wearing a reversible cold-weather

coat, matching gloves and

boots and, if i's sining, an

Whenshe bosnds oue irplanc, the

sheds these outer garments to
reet you in a raspberry suit and
Solor co-ordinated shoes.
This ensemble is (00 expensive
10 1k soiling dusins; dinner, 2o
ac mc appropriate momeat, she

Introducing

the

Br-anIEf Inna-nanonal

v S M Saech America

Zip
dlips ot of the Puceno, revealing
the way-out outfic on the right.

Braniff, 1966

These

ir Strip

Boeing, 1969

Cartnenal. Detss,

You'll find it oboord na new
Boeing 747, lorgest commerciol
jetliner ever built

When if goss into service, the
747 will introduce dimensions of
spaciousness and comfodt unpre-
cedented in on cirplane interior

tn o cobin 20 feet wide with
eight-footl ceilings, you'll be oble
10 move oround in @ living room
atmasghera Stretch cul in

Eararm, 1AL lbar

in the arr

aversize seals vain more leg room,

more heod ond shoulder room.

The 23)-foot-long superie! has
five double.width doors on each
side for quick ond cosy boarding
ard deploning

There ore thiee seposoie
economy-closs sechions with
double oisles.

First closs offecs foyer entrances,

lusuricus lounges cad soical

west, Pon A,

sloies 10 a penthouse lounge

Now undergoing the most
extansive lest program in the
histary of commeraial aviotion,
the 747 hos proved exlremely
smooth, quiet and steady,
even in furbulent sies,

The Boeing 747 will enter service
1his winter. Then you coa relox
obcard Ihe fastest, rocmiest,
most elegant jetliner in the world

The Spocious Age beg-ns wﬂh the BMPEING 7FT7

ir, TWA, Undad, World

915



$¥hew a gentleman frim u.., Keng. d fme ilociog n o in rwn. We only pickid b el
epped in Jamaics to gt soms smis e, s sine ot peatcal st Thisk vy abot begy we ke e ook
foaty sralizad e hod ol ot TV oy 17 you i avouid, you 'Bou oplems

semethiug speviat gving for .
Wie youre I«mu you o

o, womea love
1 (b ey et ] sitic
- aboat the il Gl the 3oemge
slort who led. 10 barve  ance, 1t Foned

descendons (el caly the. Eood  hove your ot toced o e etbet | Lbrics don' intereat o
oty dud) founded s radlion A ex- 20 o bttt et cowoe ock 20 you'd e o sce soves
cellence. A of pricx pesged low 10 pick up, o o s 4 P lm..s- ise wore. capentive, tr nauh
g o plene the -

Flowig. oty 30d o
Dloxcked sty start a1 SN,SO ¥ yare
iagenld e e e Sk

For e prices and wibet oty

;m,.u a1 Mr. x.ur. ::-p Grom the st resort arcas. f.,x.mn.

I v acked
u{mlporud fmu Madems saade 10 e
e S50, fucluding

amaics Te
et . ol vt g G X g vl
M, R-unyumt UeGhpe i smnbing, »b“v o TESs R Chicago o S0 Framcies

Jamaica, 1965

Choose your

on the
Northern Pacific Railway

Free folders to help you pian

Discore the st sd clain & fo ot e s
" Cusotn your Western sdeentire heve. Wel help

ym r-ln it ca triven Pacic fete f the Vi Dome
1 Limited, one of b worid's eates fioe t2ins.

THE NATION'S
INNKEEPER®

The Grand Change-of-Place Conspiracy.
DL When weekends are a two-day stump, when summer 15 just w00 far away,
e when vacation means doing the same thing again — you know it's Lime to
change the pace Escape now to a new mood at your nearby Holiday Innf
Whatever your mood, more than 900 Holiday Inns throughout the United
States, Ganada, the Bahamas, and Puerto Rico are vour convenient ''Escape
Centers” to fun and fine (ood, and 2t moderate prices always
Your escape is sure — u:mg the free, computerized HOLIDEX Reserva-
tion System Your escape is easy — using your GULF TRAVEL CARD,
American Express, or Diners Club Cards Your escape 1s more fun than ever

Caltoniy Moty Sec 30 U cecc wendeiand o e D¢ tokes it ey oy
up from yrar (ts-Dome st The Siemsicis Rerse

Pains you foet 3t home, too. Take NP cot w: hel -
et printre kA s g e v A e A S A

n your uily takes e s
S o 18 magricent e 24
skl

Northern Pacific Railway, 1962

044  Travel

— at a Holiday Inn!

Escape to a Holiday Inn soon Password -“Welcome!"”

B~ rry Wets for your free Holiday' Inn Pessport to Fun, Food, aad Lodging
Holiday Inns of America » Dept. E-1 « Holiday City—P. O. Box 18216 - Memphis, Tenuessee 38118

Holiday Inn, 1968

A beautitul girl who hides her tace in the preseace of
men, lives at home amid a cluster of relutives, and acce]
the discipline of a centuries-old religion would hardly
seem independent by Western standards.

But consider that the same girl could be studying to be
a surgeon. have a part-time job s a model, and is from a
country where a woman can dream of becoming the head
of state.

Teased about the scrutiny of her relatives. she will teil
you she is lucky to have so many confidantes for her prob-
lems. Her religion. she explains. isn't a collection of things
she must do—it is part of what she is.

‘When she marrics {most likely toa man \houen by ber
family). she will remain her husband’s ibordi:

nate. Outwardly. Yet she will often be consulted on.

and perhaps even make, all the crucial family dccmons.
What the Indian woman is free of, you will
Gind. i the notion that 1o be rec she must

T4 .. Of
cately spun silk. A land that proteas
cally &s it builds for its fwre.

We would like to1ell you mose about these
about our many line hotels with pools and ai
ing. Restavrants that serve Western food.
and water-ski. Well paved roads and
Tine linking our major 1ourist areas,

Send this coupon to Government of India
fice: New York, 19 East 49th Street: Chicago.
Mocm_gan Avenuc: San. chm,ass M-rke(
in Canada. It may hbaawyoumn
for yourscl(

break with tradition. Perhaps that is why she ST
~ has emerged into prominence in so many My Tra
For those who seek more of ife.

India, 1969

» lmperial Hotel, 1969



PUERTO
RIGAN
Round the world rage, yes. Ruffian, never.

Ronrico’s a rum. The very light, very dry Puerto Rican
rum. With the very smooth taste.
Steal out and pick up

o eitenandreer - R yragic. A rum

lose but your heart.

For a 30" x20” color poster of t ¢
- 10 Personolity Posters, Depr.
NYC 10011, Yord where proi N .
T1945 GENERAL WINE AND SPIRITS COMPANY, NYC, 80 PROQE

Ronrico, 1968 ¥ Cinzano, 1964
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Turn on Indian Summer

with Sinbeain electric blankets

Gentle, feather-light warmth to chase
the chills away; lighted, graduated heat
control; machine-washable. All sizes, and
a tribe of colors: Tropic Pink, Harvest Gold, ;
Avocado Green and Surf Blue. [ ' !

Custom Deluxe in 100% acrylic comfort, Sunbeam

g
infinite heat settings, 5-year guarantee.”* “ Beautifully

5 packaged for
Deluxe blankets in a blend of 65% polyester, B e e gift giving.
35% rayon; 9 heat settings, 2-year guarantee.*

Sunbeam, 1969
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This passenger got a Flub Stub because we atany Western Ticket counter-ant
couldn’t seat him next to his wives. it comes with asmile. In case you &
We thought we’'d done pretty well, like to sit next to your wife ne
but itlooked harum-scarumto him. time you travel to any of th
Moral: anytime our service isn’t cities, we’ll chop one-third o
what you think it should be, ask her fare. What's more, there won ©
for a Flub-Stub. It's worth a buck even be a yashmak between you

BILLINGS
BUITE
CALGARY, CANL
CASPLR
CHEYENNLE
DENVIR
GREAT FALLS |
HILENA
HAHQO FALLS
LAS VEGAS
LONG BEACH
LOS ANGELES
MEXICO CITY
MINNEAPOLIS |

Western loves groups (20% off) Gitibig
PALM SP(R)H\GS

PIERRE
POCATELLO

WESTERN AIRLINES
INTERNATIONAL qj;‘ff:;;f;{,};;

SIOU)\ FALLS i
SH [ IDAN‘

MA
\W.YELL O\VbT()NE i

ACAPULCO) | i
\




Join the Unswitchables. Get the filter that made fod

Activated Charcoal famous—and the taste that makes -
Tareyton smokers so aggressively loyal. = @/agg/
7 e
: “eyton g
- The white filter gives you clean taste | §‘
L . | g4
Fine . The charcoal filter gives you smooth taste =
granules of : _ % -
Activated Charcoal Together they give you the great taste of
in pure DUAL FILTER TAREYTON
cellulose America’s largestselling Activated Charcoal filter cigarette
. Preduct of S Apssccan JolbecoCompany — Jolbcso v our middle nome @a.v.co
9 *

Tareyton, 1964
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chris
Text Box
Movie Star, 1969


Bill Blass, 1966



chris
Text Box
Bill Blass, 1966
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